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WITH THE RAPID GROWTH AND GRADUAL ACCELERATION OF CHINA'S 
FOREIGN INVESTMENT AND EXPORT TRADE, INTERNATIONAL BUSINESS OF 
COMMERCIAL BANKS USHERED OPPORTUNITIES FOR LARGE-SCALE 
DEVELOPMENT. COMMERCIAL BANKS HAVE TARGETED THE BLUE OCEAN 
CROSS-BORDER FINANCIAL MARKETS, INCREASE INVESTMENT IN 
PRODUCT INNOVATION AND THE HUMAN, FINANCIAL, MATERIAL AND 
OTHER RESOURCES, AND STRIVE TO SEIZE THE HIGH GROUND IN THIS 
EMERGING MARKET. SUZHOU, AS CHINA'S MOST ECONOMICALLY 
DEVELOPED REGIONS OF MAJOR CITIES, THE COMPETITION IS MORE 
INTENSE IN INTERNATIONAL BUSINESS MARKET. ZS BANK AS A 
JOINT-STOCK COMMERCIAL BANKS, THE LEADER IN THE DEVELOPMENT OF 
INTERNATIONAL BUSINESS AT PRESENT IS IN AN IMPORTANT PERIOD OF 
STRATEGIC TRANSFORMATION AND ORGANIZATIONAL CHANGE.HOW TO 
REMAIN COMPETITIVE IN THIS MARKET SEGMENT AND CONTINUE TO 
GROW AND DEVELOP IS THE MAIN BACKGROUND AND PURPOSE OF THIS 
RESEARCH. ON THE BASIS OF THE EXTERNAL ENVIRONMENT ANALYSIS, 
SWOT ANALYSIS FOR THE STRENGTHS, WEAKNESSES, OPPORTUNITIES AND 
CHALLENGES OF  ZS BANK SUZHOU BRANCH INTERNATIONAL 
BUSINESS,COMBINED WITHMARKETING-4P THEORY, TARGETED PROPOSED 
MARKET PORTFOLIO STRATEGY OF INTERNATIONAL BUSINESS OF ZS BANK 
SUZHOU BRANCH. EXCEPT THE PRODUCT STRATEGY,PRICE STRATEGY, 
PLACE STRATEGY AND PROMOTION STRATEGY, THIS PAPER FURTHER 
COMBINED WITH THE MARKETING CHARACTERISTICS OF COMMERCIAL 
BANKS, PROPOSED THE ESTABLISHMENT OF CUSTOMER RELATIONSHIP 
MANAGEMENT SYSTEM ENVISAGED BY THE CORE CUSTOMER AND BASIC 
CUSTOMER DATA ANALYSIS, IN ORDER TO IMPLEMENTATION OF 
SOPHISTICATED MARKETING AND MANAGEMENT STRATEGIES LAYERED 
CLASSIFICATION.ON THIS BASIS, DEVELOPING A REALISTIC AND 
PRACTICAL MARKETING STRATEGY TO BREAK THROUGH THE 















BRANCH .MEANWHILE, DUE TO THE CURRENT SITUATION OF CHINA'S 
COMMERCIAL BANKS MARKETING HAS A LOT IN COMMON, I BELIEVE THE 
RESULTS OF THIS STUDY TO OTHER COMMERCIAL BANKS, INTERNATIONAL 
BUSINESS, MARKETING STRATEGY ALSO HAS A CERTAIN SIGNIFICANCE. 
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根据海关提供的数据，2014 年我国进出口总量约 26 万亿元人民币，较 2013 年
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4P营销理论(THE MARKETING THEORY OF 4PS)产生于 20世纪 60年代的美
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